For Christmas 1998 my parents followed a long tradition of giving me a book related to Welsh culture. That year it was The Land and the Sea, a collection of the works of Kyffin Williams, published to celebrate his eightieth year. I have admired his work from when I first saw a portrait painted by him, of a much loved headmaster a quarter of a century earlier. He is an artist who has a profound understanding of place, both in his landscape work and his formal and informal portraits of the people of his native land, the Brythonic Kingdom of Gwynedd which dominated what is now Wales from the fifth to the thirteenth centuries. The Romans knew it as Venedotia, or the land of Venus, and I had the privilege of growing up there, walking its hills and sailing its coast. To sit on the summit of Tryfan as the sun descends over the Glyder ridge and Y Garn, casting shadows on to the precipitous slopes of Pen yr Ole Wen is a profound experience, not just of the aesthetic beauty of the landscape, but of one's place, one's identity, one's place of belonging. There is a welsh word, Cynefin, which means all of that and more and has no equivalent in the English language, where it is crudely translated as habitat or place. In his preface to Kyffin Williams'book, Nicholas Sinclair connects the word Cynefin to the interaction between human beings and their environment that is the essence of the author's work. I took that word as the name for a model that is the basis of this chapter, created to understand the different types of system within which we operate: ordered, complex and chaotic.
have no physical contact. The question of place, of situated identity, is a complex one that makes meaning a problematic word and challenges many of the conventions of marketing.
To understand how such identity forms, we need to develop an understanding of the nature of different types of system, the ways in which complex human interactions stabilize, and the manner of their disruption. This chapter will elaborate the Cynefin model presented above in the context of place marketing, and will also introduce the idea of fitness landscapes, generated from the day-to-day micro-narratives of human discourse. The aim will be to gain new insight into three issues:
■ the alignment between popular perception of a place, and the communication strategy of authorities within that space;
■ gaining insight into strongly negative beliefs about a place that will be difficult to address directly, but can be addressed indirectly, sensing the emergence of weak signals that might lead to radical change in popular perception, and test interventions to stabilize (if positive) or disrupt (if negative); and ■ engaging the target population in the emergence of a clear brand identity for a place, taking an evolutionary approach to perception. 
THE NATURE OF SYSTEMS AND THEIR RELATION TO RESEARCH
Most research in the field of marketing is inductive in nature. Inductive reasoning involves attempting to infer a causal relationship of some type between an activity or phenomenon and some outcome. For example, observation of multiple towns situated by a large lake with water sports facilities might lead another lakeside town to conclude that investing in such facilities would result in their attracting water-sports enthusiasts. Now this is not deductive reasoning, it is not the case that there is a necessary connection between building such facilities and the consequent arrival of the enthusiasts. However, it is a probabilistic inference based on empirical observations. The goal of market research, through surveys, focus groups, ethnography and so on is to create a model that allows us to connect a series
